Journal of Hospitality & Tourism Cases
One of the issues with corporate social responsibility is that for some organizations, it was an activity unrelated to the core business.
The employees of an organization might volunteer for a socially conscious project on one hand, yet on the other the organization might be exporting jobs to overseas plants where employees were underpaid and overworked in poor conditions. Now well into the millennium, companies such as Wal-Mart, Unilever, Nestle and Johnson & Johnson have embarked on "creating shared values" by reconceiving products and markets; redefining productivity in the value chain and enabling cluster development. Taking these steps, these organizations are able to stimulate innovation and growth and at the same time providing greater benefits to the society.
A more current approach to CSR has evolved as has been defined by Porter and Kramer (2011) as "creating shared value" which means the creation of "policies and operating practices that enhance the competitiveness of a company while simultaneously advancing the economic and social conditions in the communities in which it operates". Shared value creation focuses on identifying and expanding the connections between societal and economic progress. " The concept of shared values is making the difference between for profit and nonprofit organizations less clear. In essence, CSV is creation of economic value by creating societal value.
Social entrepreneurs create social value
With social entrepreneurs being defined as those who incorporate the tenants of entrepreneurship to create social ventures that address social, economic, or environmental problems and to create social change (Dees, 1998), there has been much research conducted on the behavior, goals, personality, characteristics, traits, competencies and tangible outputs of the entrepreneur (Dees, 1998). However, little attention has been given to how social entrepreneurs actually create social value until recent publications by Sigala (2015a& b). She developed a framework that examines how social entrepreneurs create social value in hospitality and tourism by "learning with the market" which incorporates three capabilities that the social entrepreneur must address: market structure, market practices and market pictures (Sigala, 2015a&b) .
In developing capabilities in market structure, the social entrepreneur creates networks with various stakeholders to access, exchange and aggregate resources. An example of this would be a social entrepreneur in cultural tourism gaining access to relational, functional and symbolic resources (Nieminen & Lemmetyinen, 2015) .
With regard to market practices, the social entrepreneur promotes interaction and exchange of resources wherein market practices lead to market opportunities. Examples of these market practices would be such practices as recycling and the use of bio fuels or wind power which become formalized and routine within the organization. And 
Globalization on art tourism
Research demonstrates that shopping is one of the top tourist activities which generates tourism revenue and contributes to economic development (Paige & Littrell, 2003) . In particular, tourists are interested in authentic arts and handicrafts because they involve the artisan, the method and often local materials (authentic art tourism). Souvenirs, on the other hand, are the mass produced items of lesser quality and craftsmanship. The authenticity of a craft is based on its workmanship, aesthetics and utility, uniqueness, genuineness as well as cultural and historical integrity (Littrell, Anderson & Brown, 1993) . The characteristics of the shopping experience and the craftsman contribute to the overall authenticity as well. Littrell et al (1993) found that tourists have (2015) reported that globalization has increased the precarious existence of viable artisan cooperatives due to mass production of crafts, shifts in styles, fashions and tastes and increased global competition. Scares also noted that both government and non-government organizations with the mission of supporting art often have policies and programs that are less than effective.
For instance, these organizations tend to overlook the needs of the craft worker, fail to incorporate local knowledge in the employment practices and often show disdain for the marginal workers. Only a few countries, specifically, Germany, the USA, the UK and France, have been successful in the development of commodity chains that link the artisans, wholesalers and department stores.
In this case study, we will be examining A Estrela, an art and handicraft non-profit organization in Rio de Janeiro, a city that continues to be a popular global destination. With recent global exposure due to the hosting of the World Cup 2014 and Olympics 2016, it is expected that there will be a robust market for authentic Brazilian art and handicraft throughout the country yet A Estrela is a struggling non-profit organization facing a number of challenges.
History
In 1965, A Estrela was founded by a female, Brazilian social entrepreneur as a non-profit organization with the mission to preserve art, promote human development and dignity, and encourage the use of hands to achieve autonomy. Also included in its mission is a focus on teaching and sustaining traditional Brazilian handicraft skills to foster personal engagement and human development. The organization allows women and men of any age who are in need of income to learn the crafts of ceramics, weaving, and painting. They believe that this personal engagement will bring about societal, personal, and technical growth of the people that will spread into their communities. In A Estrela provides workshops that train students how to produce art and handicrafts. They have a permanent craft fair; mezzanine; inventory; library; administration rooms; meeting room; space for lectures, group activities and meetings; small parking area. A Estrela offers classes in nine (9) different modules which include embroidery, pottery, natural fiber basketry, sewing, drawing/painting, wood cutting, macramé, weaving and word carving. Based on demand, they also offer jewelry and knitting classes. The goals of the courses are to train residents in craft techniques and encourage creativity with the expectation that residents will be able to generate new and better opportunities for earning income. They encourage the entrepreneurial attitude and also demonstrate how to market, brand and ship products. 
Situations Analysis

Competition in the sector. A Estrela is located in semi-
Socio-economic environment.
A Estrela is accountable to its mission to produce social good with new and better ways for its students to improve their skills and become entrepreneurs.
They have been successful in interacting with related institutions and communities. In April 2012, they started a series of priced, less authentic alternative products. In recent years, the focus on mega sports events in Rio has resulted in billions of dollars being invested in infrastructure for sporting, tourists, security and transportation (Gaffney, 2010) although "social inclusion" has been said to be part of the initiatives, it is often to the contrary. According to Gaffney, large construction projects have resulted in the displacement of many favela residents and the disruption of their social and economic networks.
Legal environment. Because
Discussion Questions
• What are the primary differences between for-profit and nonprofit organizations?
• What is the "market approach" to understanding social entrepreneurs?
• How does A Estrela demonstrate its corporate social responsibility or create shared value?
• Based on this case, explain the difference between an entrepreneur and a social entrepreneur?
• How should A Estrela address the issue of better marketing? Is marketing the only issue? Explain.
• What other ways could the Brazilian arts and crafts be distrib- 
